
TOPSHOP

Topshop is one of the biggest UK-based womenswear

and accessory brands, offering fashionable, trend-led

products on a global scale.

However, over the past decade they have experienced

a decline, resulting in the brand going into

administration in 2020 and it consequently being

bought out by ASOS in 2021.



STRATEGIC ISSUES

The brand received bad publicity on numerous occasions because of

its link with Sir Phillip Green; accused of bullying and harassment,

which consequently tarnished the brand name (Drapers, 2020).

Topshop’s minimal sustainable efforts resulted in an inability for the

brand to compete within an industry, where demand for ethical

manufacturing and transparency is increasing Guardian, 2019).

Topshop's lack of digital investment caused them to fall behind in a

world that is embracing digital technologies, which has been

especially damaging with Covid-19 lockdowns the dramatic shift to e-

commerce (Vogue, 2019)



STRATEGIC OBJECTIVES

1.
2.
3.

For Topshop to regain its popularity and reputation, greater consideration of changing consumer behaviour and

demands is vital, therefore investment into digital shopping experiences, and online presence is necessary to

ensure competitiveness.

Topshop must recognize the rise of the conscious consumer (Forbes, 2019), and the influence it is

having, with the emergence of ethical fashion brands focusing on sustainability (Guardian, 2020), in

order to stay relevant within an everchanging industry.

Lastly, Topshop should focus on increasing consumer acquisition and retention, to boost

market share, by capitalising on two of the biggest trends circulating the fashion world

currently; ethical manufacturing (Chan, 2015) and digital experiences (McKinsey, 2017).



INDIVIDUAL BRAND CONCEPT

In order for Topshop to be recognised as an ethical brand, sustainability needs to be embraced from within,

throughout the entirety of the product lifecycle. Therefore, the development of a sustainable sourcing plan,

that ensures ethical manufacture and transparency is necessary.

The sustainable sourcing plan will be based around four pillars, all of which together, will reduce Topshop's

environmental impact, as well as increase awareness amongst consumers.

1. TRANSPARENCY

2. CIRCULAR BUSINESS MODEL

3. ECO-FRIENDLY MATERIALS

4. COMMUNICATION



SUSTAINABILITY SOURCING PLAN

The plan outlines the importance of implementing a variety

of strategies focusing on different types of innovation, but

ultimately with the aim of sustainable development.

Analysis of the different strategies outlined, is carried out for

their applicability to Topshop; from this a detailed overview

of a sustainable sourcing plan, specific to Topshop, was

constructed.



TOPSHOP’S SUSTAINABILITY PLAN

This displays Topshop’s plan, therefore

demonstrating the communication

element of its sustainable plan. This

will be used for Topshop to inform and

engage with consumers regarding its

current and potential plans for

sustainable development.



FUTURE RECOMMENDATIONS
1. Topshop must allocate greater investment to a sustainable development strategy, to minimise its impact, and ultimately help save the

planet from years of affliction.

2. In order for Topshop to regain its position and popularity within the market, great attention needs to be focused on sustainable

development, together with effective communication, to become recognised as an ethical retailer.

3. To ensure Topshop’s relaunch is a success, the common misconception that sustainable clothes are always bland and boring (Harris et al,

2015) will need to be proved wrong, by delivering trend-inspired innovative collections with a minimal carbon footprint.

The sustainable sourcing plan will provide Topshop with the tools necessary to significantly reduce its environmental impact if 

implemented effectively and across the whole brand. Whilst this will hugely benefit the environment, Topshop will also 

experience improved customer loyalty and acquisition, helping them to regain popularity and its position within the market.  

The plan covers 4 key aspects of business, which if all introduced and embraced throughout Topshop’s relaunch should ensure 

them to become recognized as an ethical fashion brand with a reduced carbon footprint. 


